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INTRODUCTION  
Tourism is a critical component in the Otter Tail County economy, employing around 
2,000 residents and garnering over 70 million in gross sales in Otter Tail County in 
2010 (MN, 2010).  Integral to the tourism industry is branding.   The goal of this 
project is to better understand the brand equity of the Otter Tail Country Tourism 
region, generally comprising of localities in and around Otter Tail County, Minnesota.   
This project is a partnership between Otter Tail Country Tourism Association, 
University of Minnesota Extension and University of Minnesota, Morris – Center for 
Small Towns.  The research team consisted of Ryan Pesch, Extension Educator, 
University of Minnesota Extension; Jordan Wente, Student Researcher, Center for Small 
Towns; and Kelly Asche, Program Coordinator, Center for Small Towns.  The team 
would like to thank Nicole Lalum and Nick Leonard for project assistance and guidance 
as well as all study participants, including key interview informants and survey 
respondents.    
Research Framework and Background 
Our study focuses on measuring the brand equity of Otter Tail County.  Although a 
relatively new topic of research in the field of marketing and branding, brand equity 
take a holistic approach to defining the strength of a destination’s brand to visitors, 
focusing in on four general dimensions: Awareness, Image, Quality, and Loyalty.  Our 
survey project follows the research conducted by William Gartner and Maja Koecnik, 
following the journal paper, Customer-Based Brand Equity for a Destination.  The 
results of their study “imply that an image plays a vital role in evaluation but is not the 
only brand dimension that should be considered. For a more complete evaluation, the 
dimensions of awareness, quality, and loyalty should be examined.”  We thus include 
sections in the survey dedicated to gauging these dimensions. 
 Awareness: “The ability for a customer to recognize or recall that a brand is a 
member of a certain product category” (Aaker, 1991, p. 61)  
 Image: “Anything linked in memory to a brand in a meaningful way” (Aaker, 
1991) 
 Quality: “The perceived excellence or superiority of a product” (Yoo & Donthu, 
2001) 
 Loyalty: “The attachment a customer has to a brand” (Aaker, 1991, p. 39). 
Methodology  
We implemented two separate versions of the survey: a paper, random sample survey, 
and a mass distributed online survey.  Concerning content, the surveys are identical; 
the surveys only differ concerning dissemination. 
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Results were tabulated separately and compared for any differences in survey 
participant demographic representation and key findings. No differences were found, 
therefore, the results were combined. 
Project results are based on a sample of 907 respondents who participated in the 
survey either by mail (203 respondents) or electronically (941 respondents).   The 
authors removed 237 respondents from analysis who reported living in or owning 
property in Otter Tail County in order for results to best represent visitors from 
outside the region.   
This report is organized into four sections; descriptive statistics, variable groupings, 
predicting loyalty, and cross-tabulations. The descriptive statistics produces the 
results for each question. Most of the results are produced in percentages according to 
total number of responses. However, the four dimension sections produce % positive 
values for each of the variables. Variable groupings attempts to group together 
questions that were answered similarly within each of the dimensions. Predicting 
loyalty employs classification trees to determine which variables among all the 
dimensions had the largest impact on predicting high scores within the loyalty 
dimension. Finally, we perform cross-tabulations to determine if there were any 
differences among they type of visitor regarding their perceptions and opinions of 
Otter Tail County. 
Technically, we present responses to these questions as ordinal data. However, when 
performing cross-tabulation analyses, and principal component analyses, we employ 
both parametric and non-parametric methods to search for independent and 
dependent relationships.  
DESCRIPTIVE STATISTICS 
The following section summarizes the findings of the Otter Tail Survey organized 
according to each section of the survey.  
Relationship to Otter Tail County 
The following results explore the first part of the survey which attempted to gain 
context of the respondent, such as whether they have been to Otter Tail County, when 
they were last in Otter Tail County and type of lodging they typically stay. “N” (total 
number of responses) was given for each question. 
1.1 Do you live in OR own property in Otter Tail County, or within 15 miles of Otter 
Tail County? (n = 1,114) 
 
All respondents that answered “yes” to this question were eliminated from the report. 
815 respondents answered “no”.  
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1.2 Have you ever been to Otter Tail County? (n=814) 
Answer  
 
Response % 
Yes   
 
752 92% 
No   
 
62 8% 
 
A vast majority of respondents reported visiting the region, at 92%.  The comments 
and responses from the respondents who reported “no” will be important as we 
examine the awareness and image dimensions of brand equity. 
 1.3 How many times have you visited Otter Tail County in the past 2 years? (n=739) 
Answer   
 
Response % 
1 time   
 
188 25% 
2 times   
 
173 23% 
3-5 times   
 
182 25% 
6 or more times   
 
196 27% 
 
There was an even spread of responses for this question. 27% of respondents report 
visiting 6 or more times in the past 2 years. 
1.4 When was the last time that you visited Otter Tail County? (n=753) 
Answer   Response % 
This year   
 
407 54% 
Last year   
 
276 37% 
3-5 years ago   
 
43 6% 
6-10 years ago   
 
13 2% 
More than 10 years ago   
 
14 2% 
 
54% of respondents report having visited Otter Tail County within this year, 2013. 
Approximately 91% of the respondents have visited Otter Tail within the past two 
years. 
1.5 When vacationing, what type of lodging do you usually choose? (n=765) 
Answer  
 
Response % 
Tenting   
 
48 6% 
Camping (RV)   
 
61 8% 
Hotel   
 
184 24% 
Resort   
 
295 39% 
Motel   
 
49 6% 
Family or 
Friends 
  
 
128 17% 
 
Well over half of respondents, 63%, stayed in resorts and hotel. 
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Brand Equity Dimensions 
The main sections of the survey sought to measure the four dimensions of brand 
equity among respondents; awareness, image, quality and loyalty. The following 
section summarizes these responses by ranking the percent cumulative positive values 
(% somewhat agree + % strongly agree). An asterisk (*) behind a statement indicates a 
negative statement and responses were inverted (% somewhat disagree + % strongly 
disagree). 
Awareness  
Figure 1: Percent Positive Response of Awareness Attributes 
 
Close to 91% of the respondents agreed that characteristics of Otter Tail County came 
to their mind quickly, while less than half could recall the symbol of the region. 
Figure 3: Percent positive response of the importance of the sources of information in building 
opinions about Otter Tail County as a destination  
 
Previous visits, and friends and relatives were, by far, the highest ranked sources of 
information with well over 85% and 65%, respectfully, for each. The other sources 
quickly drop with internet being next at 54%.  
0% 20% 40% 60% 80% 100%
I have heard of Otter Tail
County
Some characteristics of Otter
Tail County come to my mind
quickly
I (do not) have difficulty in
imagining Otter Tail County in
my mind*
I can recall the symbol of Otter
Tail County as a tourism
destination
0% 20% 40% 60% 80% 100%
Previous visits
Friends and relatives
Internet
Advertisements (TV, radio,…
Books/movies/news
Travel agents, tour operators
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Image 
Figure 4: Percent Positive Response of Image Attributes 
 
Statements relating to small town atmosphere, recreation, and environment/lakes had 
very high cumulative percentages as positive images among respondents. The 
characteristics then begin to drop off quickly with statements relating to services and 
non-environmental attributes. 
Quality 
Figure 5: Percent Positive Response of Quality Attributes 
 
An unpolluted environment had the highest cumulative percentage of positive 
responses with 85%. The high level of cleanliness and personable staff and employees 
0% 20% 40% 60% 80% 100%
Beautiful nature
Relaxing atmosphere
An escape from chaotic daily life
Friendly people
Authentic lakes country experience
Intimate small town feel
Good opportunities for recreation activities
Family oriented activities and atmosphere
(Not) Boring landscape*
Picturesque farm scenery
High lake water quality
Good fishing
Modern resorts
Good beaches
(Not) Terrible shopping*
Interesting historical attractions
Exciting atmosphere
Interesting cultural attractions
Good nightlife and entertainment
Good hunting opportunities
0% 20% 40% 60% 80% 100%
An unpolluted environment
High level of cleanliness
Personable staff and employees
Low (High) quality of services*
Poor value for money spent*
High quality of accommodations
Appealing dining options
Otter Tail's tourism businesses are friendlier, more
personable than other vacation locations
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statements weren’t far behind with 78%. The statement, “Otter Tail’s tourism 
businesses are friendlier, more personable than other vacation locations” had the 
lowest cumulative percentage, with 40% 
Loyalty 
Figure 6: Percent Positive Response of Loyalty Attributes 
 
86% of respondents intend on visiting Otter Tail County again. Close to 76% intend to 
recommend Otter Tail County to their friends. Less than a majority of respondents 
answered positively to visiting Otter Tail exclusively, growing to like Otter Tail County 
more than other destinations, and consider Otter Tail County to be better than a 
second choice vacation option. 
 
 
 
 
 
0% 20% 40% 60% 80% 100%
I do not (I DO) intend to visit Otter Tail
County again*
I intend to recommend Otter Tail County to
my friends
Otter Tail County is one of the preferred
destinations that I want to visit
Otter Tail County provides more benefits
than other similar rural regions of
Minnesota
I have grown to like Otter Tail County more
so than other destinations
Otter Tail County is a second (first) choice
vacation option*
When I go on vacation, I visit Otter Tail
County almost exclusively
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Additional Comments and Demographic 
This section gave respondents an opportunity to provide additional comments and 
explores demographic information about the respondent.  
6.1) Please provide any additional comments about your experiences and/or 
knowledge/opinion of Otter Tail County. 
Ignoring obvious words like Otter Tail County, and Area, the top most listed words are 
(in descending order): 
1. Area(170 counts) 
2. Family (122 counts) 
3. Lake (121 counts) 
4. Love (107 counts) 
5. Great (87 counts) 
7.1) Please indicate your total annual household income range (n=756) 
Answer  
 
Response % 
Under $25,000   
 
30 4% 
$25,000-$49,000   
 
123 16% 
$50,000-$99,999   
 
340 45% 
Over $100,000   
 
263 35% 
The greatest percentage, 45%, of respondents, reported to make between $50,000-
$99,000. The next highest amount is households with income over $100,000, which 
was 35% of the response. 
7.2) What year were you born? (764) 
Figure 7: Age of Respondents 
 
The average and median age of recipients was 47 years old. 
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7.3) How many dependents under the age of 18 reside in your household? (n=768) 
The majority (419) of respondents reported having no dependents under the age of 18. 
However, a considerable amount reported having 2 children. Taking into account the 
age of the respondents, this indicates that many of the respondents likely have 
children above the age of 18 and no longer live at home.  
 
7.4) Zip Code 
The following maps show the origins of the respondents. The majority of respondents 
come from Minnesota and other states in the Midwest.  Nonetheless, we received 
digital responses from respondents all around the world, from countries including 
Canada, South Africa, UK, Bulgaria, Hungary, and Lithuania. 
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The following two charts show the density of responses within each county. The 
largest number of respondents came from Otter Tail and Hennepin counties in 
Minnesota, as well as Cass County in North Dakota. There were also a considerable 
number of respondents from Clay, Becker, Stearns, Dakota, Ramsey and Anoka 
counties in Minnesota. 
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VARIABLE GROUPINGS 
In the following section, analysis is conducted to determine how the particular 
variables fluctuate and act together within each dimension.  Secondly, we want to 
search for sub-factors within the awareness dimension (i.e. do certain variables 
covariate, and how so?).  Our first multivariate technique is the Principal Component 
Analysis, along with the Confirmatory Factor Analysis. Using these methods we are 
able to group variables together by how they were answered.  Variables within a 
particular Factor fluctuate similarly and are correlated.  
Awareness 
The Awareness dimension demands that the image of a destination exist in the minds 
of potential tourists (Gardner, 1993).  When a destination wants to be successful, it 
must first achieve tourist awareness and second a positive image (Milman & Pizam, 
1995).   
Grouping 1 – Aware of Otter Tail County 
 2.1.1 I have heard of Otter Tail County 
 2.1.2 Some characteristics of otter Tail County come to my mind quickly 
 2.1.3 I (do not) have difficulty in imagining otter Tail County in my mind 
(INVERTED) 
Grouping 2 – Confusion about Otter Tail County 
 2.1.4 I can recall the symbol of Otter Tail County as a tourism destination 
 
Conclusion:  
The variables fit into 2 groupings. Variables in grouping 1 all behave similarly: if one 
answer strongly agree on 2.1.1, they are likely to answer strongly on 2.1.2 and 2.1.3.  
Question 2.1.4 behaves very differently than the others; respondents were confused 
about the existence of a symbol for Otter Tail County as a tourism destination.   
Despite knowledge of Otter Tail County, they cannot ascribe a symbol as well to the 
area as a tourism destination.    
Image 
Image is defined as “anything linked in memory to a brand in a meaningful way” 
(Aaker, 1991).  Image really contains the actually attributes of the location. The 
theoretical functions of image vary, but the most universally acknowledged is the 
acceptance of image’s important role in tourists’ destination behavior, specifically 
regarding the evaluation and selection process (Echtner & Ritchie, 1993), (Gallarza, 
Saura, & Garcia, 2002), (Hunt, 1975).  Defining which image attributes covariate 
positively can help the OTCTA to advertise regional strengths; furthermore, identifying 
weak-points---attributes that covariate negatively and hurt image can help the OTCTA 
to determine key areas to improve on.  
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Grouping 1 – Natural Environment/Relaxation 
 3.1.1   Beautiful nature 
 3.1.2   Boring (exciting) landscape (inverted) 
 3.1.3   Good Beaches 
 3.1.4   High lake water quality 
 3.1.8   Good opportunities for rec activities 
 3.1.9   Friendly people 
 3.1.10 Good Fishing 
 3.1.12 Picturesque farm scenery 
 3.1.14 Relaxing atmosphere 
 3.1.16 Authentic lakes country experience 
 3.1.17 Family oriented activities and atmosphere 
 3.1.18 An escape from chaotic daily life 
 3.1.19 Intimate small town feel 
Grouping 2 – Activities and Attractions 
 3.1.5   Modern Resorts 
 3.1.6   Interesting historical attractions  
 3.1.7   Good nightlife and entertainment  
 3.1.11 Interesting cultural attractions 
 3.1.15 Exciting Atmosphere 
Grouping 3 – Negative 
 3.1.13 Terrible (great) shopping (inverted) 
 3.1.20 Good hunting opportunities  
Conclusion:  
Variables in Grouping 1 are trending positively; meaning most respondents agreed or 
strongly agreed with the statements.  They are all strong image attributes for Otter Tail 
County as a tourist destination.  Grouping 2 represents weaker elements of tourism in 
Otter Tail County among the respondents; meaning respondents agreed less positively 
to these statements. Grouping 3 variables had a large number of responses with 
negative scores.  
Grouping 1 and grouping 2 are very clearly trending in different directions.  Grouping 
1 typically is receiving higher scores in the strongly agree to somewhat agree range.  
Spatially, these variables are trending in that direction.  Grouping 2 typically holds 
variables with more negative responses.   
Quality 
The quality of a consumer’s experience is vital to destination brand equity; it is shown 
to directly affect consumer behavior.  Price distinguishes the quality dimension of 
brand equity; the importance of price has been recognized by others investigating 
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destination development (Baloglu & Mangaloglu, 2001), (Crompton, 1979), (Echtner & 
Ritchie, 1993).   
Grouping 1 – Specific Measures 
 4.1.1 Unpolluted environment 
 4.1.2 High quality of accommodations 
 4.1.3 Personable staff and employees  
 4.1.4 High level of cleanliness 
 4.1.5 Appealing dining options  
 4.1.7 Otter Tail’s tourism businesses are friendlier, more personable than 
other vacation locations 
Grouping 2 – Value 
 4.1.6 Low (high) quality of services (inverted) 
 4.1.8 Poor (Good) value for money spent (inverted) 
Conclusion:           
All variables in the quality section are trending similarly, making it difficult to identify 
any trends.  However, the correlation between 4.1.6 – low (high) quality of services, and 
4.1.8 – poor (good) value for the money spent, is very strong. 
Loyalty 
Behavioral loyalty implies that previous experiential familiarity influences today’s and 
tomorrow’s tourism decisions, especially destination choice (Konecnik & Gartner, 
2007).  Behavioral loyalty corresponds to lifelong repeat visitors, anecdotally an 
important market to Otter Tail County tourism.  
Attitudinal loyalty considers a person’s attitude (affective image component) of a 
destinations’ attributes, which can further influence their intention to visit or 
recommend a place to others (Bigne, Sanchez, & Sanchez, 2001).   
A PCA of the loyalty dimension reveals 3 suggested sub-groupings.     
Grouping 1 – Attitudinal Loyalty  
 5.1.1 Otter Tail is one of the preferred destinations that I want to visit 
 5.1.2 Otter Tail County provides more benefits than other similar rural regions 
of Minnesota 
 5.1.4 I intend to recommend Otter Tail County to my friends  
 5.1.5 When I go on vacation, I visit Otter Tail County almost exclusively 
 5.1.6 I have grown to like Otter Tail County more so than other destinations 
 
Grouping 2 – Explicit Behavioral Loyalty 
 5.1.3  Otter Tail County is a second choice vacation option   
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Grouping 3 – Implicit Behavioral Loyalty 
 5.1.7 I do not (I DO) intend to visit Otter Tail County again (Inverse) 
 
Conclusion: 
Indeed, we can see a distinction between attitudinal and behavioral aspects of brand 
loyalty.  The variables in grouping 1 clearly represent attitudinal variables, whereas 
variables in groupings 2 and 3 are more of the behavioral nature.  There are clear 
statistical differences between both. It is important to note how 5.1.5 (exclusively visit 
Otter Tail) and 5.1.6 (grown to like Otter Tail) have substantial spread among 
disagreement in those two variables, and when compared against the other “behavioral 
variables,” there is dissonance. In essence, respondents are eager to say that they’d like 
to return to Otter Tail –however, this attitude does not necessarily follow through. 
PREDICTING LOYALTY 
Composite Score 
To gauge the general loyalty of a customer, we have summed the scores of questions 
5.1.1 through 5.1.7 to create a composite loyalty score, where “strongly disagree” = 1, 
“somewhat disagree” = 2, “neutral” = 3, “somewhat agree” = 4, and “strongly agree” = 
5.  This can be thought of as an average loyalty measure of each respondent, based on 
their answers to all 7 questions in section 5.1 of the survey.  A perfect loyalty score is 
35 and the lowest possible score is then 7. 
As shown in the table, the mean and median composite score is 
24. From our histogram below, we can see that there is a 
relatively normal distribution centered on the mean of 25.  The 
histogram also shows that respondents mostly responded 
positively to the loyalty questions.   
Figure 8: Frequency of Loyalty Composite Scores 
Metric Value 
Mean 24 
Median 24 
Minimum 7 
Maximum 35 
 14 
 
 
Classification Tree – Predicting Loyalty 
Anecdotally, Otter Tail County is dependent on repeat customers. In fact, 52% of respondents in 
the online survey reported having visited Otter Tail County over 3-6 times in the past 2 years. In 
order to determine how likely customers are to return to Otter Tail County, we want to predict an 
overall composite loyalty score (ranging from 7 to 35) using image, awareness, and quality 
variables. Classification and regression trees allow us to determine specifically which of these 
variables are influential in predicting overall loyalty. 
 
From the analysis (classification tree below), we see that the highest average loyalty composite 
score is observed among people who rated Otter Tail County as having a strong "intimate, small 
town feel" (a 5 on question 3.1.19) and could easily “recall the symbol of Otter Tail County” (a 5 
on question 2.1.4) [µ=29.1, n=130]. When a visitor rated Otter Tail as having a strong "intimate, 
small town feel" but could NOT easily “recall the symbol of Otter Tail County” (a 4 or less on 
question 2.1.4), they had a definitively lower average loyalty score unless they described the 
Otter Tail businesses as being "friendlier [and/or] more personable than other vacation locations" 
(a 4 or 5 on question 4.1.7) AND could very easily recall "some characteristics of Otter Tail 
County" (a 5 on question 2.1.2) [µ=24.5, n=188 and  µ=28.0, n=96, respectively].  
 
On the opposite end of the spectrum, the lowest average loyalty composite score is observed 
when visitors do NOT rank Otter Tail County as having a strong "intimate, small town feel" (a 4 
or less on question 3.1.59) and perceive Otter Tail as being less than a very good “value for 
money spent” (a 4 or less on question 4.1.8) [µ=21.7, n=296]. When a visitor did NOT rank 
Otter Tail County as having a strong "intimate, small town feel" but said Otter Tail was a very 
good “value for money spent” (a 5 on question 4.1.8), their average loyalty composite score 
depended on their ability to “recall the symbol of Otter Tail County”: those unable to recall the 
symbol (a score 2 or less on question 2.1.4) scored significantly lower than those who could (a 
score 3 or more) [µ=22.9, n=17 and  µ=26.9, n=41, respectively]. 
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CROSS TABULATIONS 
The following section cross tabulates certain variables to see any relationships that 
exist between specific types of respondents. This can be helpful in determining what 
types of branding are effective for certain types of Otter Tail visitors, and where there 
is potential for further branding efforts. 
The analysis uses a combination of calculating the cumulative percent positive scores 
for each question and a test on the differences between proportions. The cumulative 
percent positive values are calculated in the same way as in previous sections; % 
somewhat agree + % strongly agree. This calculation is performed for each group (for 
example, responses to an image variable by visitors and non-visitors) in order to 
compare the differences. These differences are then tested using a t-test for 
differences between proportions, which will determine whether those differences are 
statistically significant, and the degree of those differences represented by a “T-score”. 
The farther away the t-score is from 0, either positively or negatively, represents the 
degree to which those proportions are different. These t-score values can assist in 
determining types of image and awareness variables that have branding potential, 
particularly towards non-visitors. 
Recall the 
symbol of 
Otter Tail 
 
Intimate, 
small 
town 
feel 5 1-4 
Recall 
characteristics of 
Otter Tail  
5 1-4 
µ=29.1 
n=130 
5 
1-4 
µ=28.0 
n=96 
Friendlier 
businesses 4-5 
1-3 
µ=24.5 
n=188 
Good 
valu
e 
 µ=21.7 
n=296 
µ=26.9 
n=41 
Recall the 
symbol of 
Otter Tail 
3-5 1-2 
µ=22.9 
n=17 
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Visitors vs. Non-visitors 
Below is an analysis to determine differences on how these two types of respondents 
answered questions relating to the awareness and image diminesion, and from where 
they are getting their information about Otter Tail county. 
Awareness Dimension Question 
N 
Visitors 
N Non-
visitors 
% Positive 
Visitors 
% Positive 
Non-Visitors T-STAT 
Some characteristics of Otter Tail County 
come to my mind quickly 
747 61 88% 20% 13.52 
I have heard of Otter Tail County 748 62 94% 55% 10.35 
I have difficulty in imagining Otter Tail 
County in my mind  
747 62 82% 42% 7.57 
I can recall the symbol of Otter Tail County 
as a tourism destination 
747 62 45% 23% 3.48 
The table above shows, not surprisingly, that the % positive response for visitors is 
consistently higher than non-visitors. The t-stats show that there are significant 
differences between visitor and non-visitor responses. The largest difference in 
responses relates to the statement, “Some characteristics of Otter Tail county come to 
my mind quickly”, while this was also the lowest cumulative positive % among the non-
visitors. There were a surprisingly high percentage of non-visitors that have not heard 
of Otter Tail County, which also led to a large t-stat relating to the differences in 
proportions. 
Image Dimension Question 
N 
Visitors 
N Non-
visitors 
% Positive 
Visitors 
% Positive 
Non-Visitors T-STAT 
Beautiful Nature 739 55 98% 60% 12.28 
Friendly people 740 55 94% 53% 10.04 
Authentic lakes country experience 737 55 93% 53% 9.48 
Intimate small town feel 738 55 92% 51% 9.30 
Good opportunities for recreation activities 739 55 90% 49% 8.94 
Relaxing atmosphere 739 55 95% 62% 8.80 
Family oriented activities and atmosphere 739 55 88% 53% 7.33 
An escape from chaotic daily life 738 55 93% 64% 7.22 
Picturesque farm scenery 739 54 79% 41% 6.33 
High lake water quality 738 55 77% 44% 5.48 
Boring Landscape* 738 55 87% 60% 5.43 
Good Beaches 738 54 66% 30% 5.29 
Modern Resorts 739 55 68% 44% 3.63 
Good fishing 738 55 75% 53% 3.62 
Interesting historical attractions 738 55 51% 27% 3.37 
Exciting atmosphere 739 55 50% 29% 2.95 
Terrible shopping* 739 55 54% 35% 2.75 
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Good nightlife and entertainment 739 55 32% 15% 2.72 
Good hunting 737 54 31% 17% 2.15 
Interesting cultural attractions 738 55 41% 27% 2.01 
 
The table above lists each question within the image section of the survey and is 
ranked according to t-score. By looking at the % positive values, it is clear that non-
visitors consistenly responded more neutral or lower than visitors to the region. In 
fact, 64% positive responses from non-visitors was the highest cumulative positive 
percentage.  From the t-scores, it is clear to see that the image attributes are ordered 
similarly to the variable groupings from the previous section. The attributes relating to 
small town atmosphere and natural environment have higher t-scores than attributes 
relating to businesses and services. This pattern is due to the high % postive responses 
from visitors relating to the former grouping, indicating high branding potential 
among those attributes for non-visitors.  
Since there are statistically significant differences on how visitors and non-visitors 
responded to the image dimension statements, it is important to explore where these 
two groups are getting information. 
This table lists the percent positive values for both non-visitors and visitors regarding 
the question about which sources of information are most important in building their 
opinion about Otter Tail 
County.  It is clear that 
previous visits, and 
friends and relatives are 
the most important 
sources of information 
for visitors. The internet 
received the highest % 
cumulative positive 
response while friends 
and relatives was just 
below a majority for non-visitors. We have performed a difference in proporptions test 
to see how each group of respondents differed in their responses. Our findings show 
that there are significant differences in responses to previous visits and friends and 
relatives relating to the imporatance of information sources shaping opinions about 
Otter Tail County.     
1 Time Visitors vs. Repeat Visitors 
By measuring differences in opinions between one-time visitors and more frequent 
visitors, it is possible to see what attributes of Otter Tail County may play a role in 
visitors not repeating their visits. Similar to the previous section, this analysis 
News Source 
%Positive 
Visitors 
%Postive Non-
Visitors T-Stat 
Previous visits 91% 14% 15.76 
Friends and relatives 79% 42% 6.38 
Books/movies/news 14% 5% 1.90 
Advertisements (TV, 
radio, Billboards etc...) 
30% 22% 1.31 
Travel agents, tour 
operators 
9% 13% -1.12 
Internet 54% 53% 0.09 
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produces % positive responses (% agree + % strongly agree), and tests for significant 
differences in responses between 1 time visitors and repeat visitors. 
Image Dimension Question 1 Time Repeat 
% Positive 1 
Time 
% Positive 
Repeat T-STAT 
High lake water quality 181 546 65% 81% -4.51 
Good Beaches 180 546 52% 70% -4.39 
Good hunting 180 545 18% 35% -4.25 
Good fishing 181 546 65% 79% -3.61 
Beautiful Nature 182 546 95% 99% -3.02 
Good opportunities for recreation activities 182 546 86% 92% -2.56 
Family oriented activities and atmosphere 182 546 83% 90% -2.52 
Exciting atmosphere 182 546 42% 53% -2.44 
Good nightlife and entertainment 182 546 25% 35% -2.38 
Authentic lakes country experience 182 545 90% 94% -1.89 
Friendly people 183 546 91% 95% -1.81 
Terrible shopping* 182 546 49% 56% -1.59 
Interesting historical attractions 181 546 46% 52% -1.26 
Boring Landscape* 182 545 85% 88% -1.00 
An escape from chaotic daily life 182 545 91% 93% -0.90 
Picturesque farm scenery 182 546 77% 80% -0.79 
Relaxing atmosphere 182 546 93% 95% -0.75 
Interesting cultural attractions 181 546 40% 42% -0.29 
Modern Resorts 182 546 67% 68% -0.18 
Intimate small town feel 182 545 92% 92% 0.32 
The top half of the table above has significantly different responses between the two 
groups. However, the most important differences are the statements where 2+ time 
visitors has a high cumulative percent positive response as this can highlight 
attributes that can determine whether a visitor comes to Otter Tail more frequently. 
High lake water quality, good beaches, good opportunities for recreation activities, and 
family oriented activities and atmosphere received the largest t-stats and had high 
cumulative % positive responses from repeat visitors.  
Quality is another dimension that can determine whether someone or a family visits 
Otter Tail more than once. However, analysis determined no significant differences 
between the two groups.  
Image Dimension Question 1 Time Repeat 
% Positive 1 
Time 
% Positive 
Repeat T-STAT 
High quality of accommodations 181 541 70% 74% -0.99 
Otter Tail’s tourism businesses are friendlier, 
more personable than other vacation 
182 542 39% 43% -0.90 
 19 
 
locations 
Low quality of services 180 541 74% 77% -0.82 
Unpolluted environment 182 543 86% 88% -0.77 
Poor value for money spent 180 541 72% 75% -0.75 
Appealing dining options 179 543 66% 69% -0.74 
High level of cleanliness 182 543 80% 82% -0.52 
Personable staff and employees 183 541 80% 81% -0.25 
CONCLUSIONS 
When determing brand equity, it is important to focus on the strongest findings. The results from 
this survey have highlighted the following points relating to brand equity: 
 The top three sources of information that influenced opinion of respondents are (1) previous 
visits, (2) friends and relatives, and (3) the internet.   
 Although 91% of respondents recalled characteristics of Otter Tail County quickly, less than 
half could recall the symbol of the region.  This finding points to an opportunity to find a 
unifying brand for the area.   
 The images of Otter Tail County that respondents ranked most postively relate to the natural 
environment and the small town feel of the area, whereas services and non-natural 
attractions were ranked lowest such as nightlife, exciting atmosphere, and cultural 
attractions.   
 Respondents are quite loyal to the region.  Eighty-six percent expect to visit again and 75% 
intend to recommend Otter Tail County to friends and relatives.  The greatest determinant of 
loyalty was the ranking of ‘intimate, small town feel.’  Those who ranked ‘intimate, small 
town feel’ high were significantly more likely to visit again.   
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APPENDIX 
Appendix A – Descriptive Statistics Tables 
The following are the tables of each of the dimension questions; where SD = Strongly 
Disagree; SwD = SomewhatDisagree; N = Neutral; SwA = Somewhat Agree; SA = 
Strongly Agree, TR = Total Responses; %Pos = Cumulative Percent Positive. 
Awareness  
2.1) Please express your opinion concerning your knowledge of Otter Tail County as a 
destination. Answer on a 5 point scale, where ‘1’ means ‘strongly disagree’ and ‘5’ 
means ‘strongly agree.’ 
“In my experience”: 
# Question SD SwD N SwA SA TR %Pos 
2.1.1 I have heard of Otter Tail County 3.70% 1.48% 3.95% 11.47% 79.41% 811 90.88% 
2.1.2 
Some characteristics of Otter Tail 
County come to my mind quickly 
4.08% 3.96% 9.28% 26.49% 56.19% 808 82.68% 
2.1.3 
I have difficulty in imagining Otter 
Tail County in my mind
1
  
58.89% 20.37% 9.38% 6.42% 4.94% 810 79.26% 
2.1.4 
I can recall the symbol of Otter 
Tail County as a tourism 
destination 
17.53% 15.68% 23.21% 21.60% 21.98% 810 43.58% 
 
2.1) Please express the importance of the following sources of information in building 
your opinion about Otter Tail County as a destination. Answer on a 5 point scale, 
where ‘1’ means ‘strongly disagree’ and ‘5’ means ‘strongly agree.’ 
“The following sources of information have been important in building my opinion 
about Otter Tail County as a destination.” 
# Question SD SwD N SwA SA TR %Pos 
2.2.6 Previous visits 6.63% 1.75% 6.13% 17.27% 68.21% 799 85.48% 
2.2.1 Friends and relatives 8.21% 3.61% 11.94% 24.38% 51.87% 804 76.25% 
2.2.5 Internet 18.31% 7.72% 20.17% 33.13% 20.67% 803 53.80% 
2.2.3 Advertisements (TV, radio, 
Billboards etc...) 
29.11% 11.67% 29.74% 22.71% 6.78% 797 29.49% 
2.2.4 Books/movies/news 38.71% 15.13% 33.04% 10.21% 2.90% 793 13.11% 
2.2.2 Travel agents, tour operators 49.00% 15.41% 26.32% 6.64% 2.63% 798 9.27% 
  
                                            
1 This was a negative statement; therefore, the cumulative % positive is ‘% strongly 
disagree’ + % ‘somewhat disagree’. 
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Image 
3.1) Please express your opinion whether Otter Tail County offers the following 
attributes. Answer on a 5 point scale, where ‘1’ means ‘strongly disagree’ and ‘5’ 
means ‘strongly agree.’  
“In my opinion, Otter Tail County offers”: 
# Question SD SwD N SwA SA TR %Pos 
3.1.01 Beautiful nature 0.13% 0.38% 4.53% 23.40% 71.57% 795 94.97% 
3.1.14 Relaxing atmosphere 0.63% 0.00% 7.04% 30.69% 61.64% 795 92.33% 
3.1.18 An escape from chaotic daily life 0.38% 0.25% 8.56% 30.73% 60.08% 794 90.81% 
3.1.09 Friendly people 0.38% 0.75% 8.17% 32.16% 58.54% 796 90.70% 
3.1.16 
Authentic lakes country 
experience 
0.25% 0.88% 8.95% 33.67% 56.24% 793 89.91% 
3.1.19 Intimate small town feel 0.25% 0.38% 10.58% 35.39% 53.40% 794 88.79% 
3.1.08 
Good opportunities for 
recreation activities 
0.13% 1.26% 11.19% 34.97% 52.45% 795 87.42% 
3.1.02 Boring landscape
2
 57.56% 27.58% 9.70% 3.15% 2.02% 794 85.91% 
3.1.17 
Family oriented activities and 
atmosphere 
0.13% 0.63% 13.33% 34.84% 51.07% 795 85.14% 
3.1.12 Picturesque farm scenery 0.76% 2.39% 20.78% 41.31% 34.76% 794 76.07% 
3.1.10 Good fishing 0.13% 1.26% 25.19% 26.95% 46.47% 794 74.69% 
3.1.04 High lake water quality 0.38% 1.39% 23.55% 33.63% 41.06% 794 73.42% 
3.1.03 Good beaches 0.88% 5.04% 31.02% 36.57% 26.48% 793 65.91% 
3.1.05 Modern resorts 0.88% 4.28% 28.93% 37.61% 28.30% 795 63.05% 
3.1.06 Interesting historical attractions 1.64% 7.93% 41.31% 32.24% 16.88% 794 52.33% 
3.1.13 Terrible shopping
3
 27.80% 24.53% 35.85% 9.18% 2.64% 795 49.12% 
3.1.15 Exciting atmosphere 0.63% 11.57% 39.62% 32.70% 15.47% 795 48.17% 
3.1.11 Interesting cultural attractions 1.64% 8.06% 50.25% 28.46% 11.59% 794 40.05% 
3.1.20 Good hunting opportunities 1.64% 2.65% 66.16% 15.03% 14.52% 792 30.82% 
3.1.07 
Good nightlife and 
entertainment 
3.52% 13.08% 52.58% 23.52% 7.30% 795 29.55% 
 
 
 
 
 
 
                                            
2This was a negative statement; therefore, the cumulative % positive is ‘% strongly disagree’ + % 
‘somewhat disagree’. 
3This was a negative statement; therefore, the cumulative % positive is ‘% strongly disagree’ + % 
‘somewhat disagree’. 
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Quality 
4.1) Please express your opinion about the quality of Otter Tail County.  Answer on a 5 
point scale, where ‘1’ means ‘strongly disagree’ and ‘5’ means ‘strongly agree.’ 
“In my opinion, Otter Tail County offers”:  
# Question SD SwD N SwA SA TR %Pos 
4.1.1 An unpolluted environment 0.13% 1.89% 13.26% 42.80% 41.92% 792 84.72% 
4.1.4 High level of cleanliness 0.13% 1.14% 20.35% 43.74% 34.64% 791 78.38% 
4.1.8 Poor value for money spent
4
 37.18% 34.77% 23.10% 4.06% 0.89% 788 71.95% 
4.1.6 Low quality of services
5
 39.72% 34.01% 21.19% 4.06% 1.02% 788 73.73% 
4.1.3 Personable staff and employees 0.25% 1.14% 20.61% 38.94% 39.06% 791 78.00% 
4.1.2 High quality of accommodations 0.51% 5.70% 23.19% 43.98% 26.62% 789 70.60% 
4.1.5 Appealing dining options 1.01% 6.97% 25.73% 44.49% 21.80% 789 66.29% 
4.1.7 
Otter Tail's tourism businesses are 
friendlier, more personable than 
other vacation locations 
0.76% 7.33% 52.47% 27.81% 11.63% 791 39.44% 
 
Loyalty 
5.1) Please answer the following statements, expressing your loyalty to Otter Tail County 
as a destination.  Answer on a 5 point scale, where ‘1’ means ‘strongly disagree’ and 
‘5’ is ‘strongly agree.’ 
“In my opinion”: 
# Question SD SwD N SwA SA TR %Pos 
5.1.4 
I intend to recommend Otter Tail County 
to my friends 
1.66% 3.71% 19.44% 38.62% 36.57% 782 75.19% 
5.1.7 
I do not intend to visit Otter Tail County 
again
6
 
71.25% 14.63% 8.02% 2.42% 3.69% 786 85.88% 
5.1.1 
Otter Tail County is one of the preferred 
destinations that I want to visit 
1.40% 7.36% 17.39% 42.13% 31.73% 788 73.86% 
5.1.2 
Otter Tail County provides more benefits 
than other similar rural regions of 
Minnesota 
0.51% 7.52% 38.34% 38.60% 15.03% 785 53.63% 
5.1.5 
When I go on vacation, I visit Otter Tail 
County almost exclusively 
30.52% 25.03% 22.09% 14.56% 7.79% 783 22.35% 
5.1.6 
I have grown to like Otter Tail County 
more so than other destinations 
7.89% 15.90% 35.62% 26.72% 13.87% 786 40.59% 
5.1.3 
Otter Tail County is a second choice 
vacation option
7
 
10.46% 20.92% 37.63% 27.30% 3.70% 784 31.38% 
                                            
4 This was a negative statement; therefore, the cumulative % positive is ‘% strongly disagree’ + % 
‘somewhat disagree’. 
5 This was a negative statement; therefore, the cumulative % positive is ‘% strongly disagree’ + % 
‘somewhat disagree’. 
6 This was a negative statement; therefore, the cumulative % positive is ‘% strongly disagree’ + % 
‘somewhat disagree’. 
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Extended Statistics – Variable Groupings 
Among the dimensions presented in this study, we are interested how the particular 
variables fluctuate and act together.  Secondly, we want to search for sub-factors 
within the awareness dimension (i.e. do certain variables covariate, and how so?).  Our 
first multivariate technique is the Principal Component Analysis, along with the 
Confirmatory Factor Analysis.   Both techniques allow us to mathematically perform 
orthogonal transformations of linearly uncorrelated variables, called principal 
components.  The number of principal components can be less than or equal to the 
original number of variables.  We interpret the loadings presented by the computations 
to determine an adequate number of principal components. Subjectively, these 
components can then be interpreted as real-world groupings, for example (nature 
variables vs. services variables). We employ Quartimax Rotation8 to our computation 
method. 
Awareness: Extended Analysis  
From our loadings, we identify 2 sub-factors; questions 2.1.1, 2.1.2 and 2.1.3 
correspond while variable 2.1.4 remains in a separate sub-factor.  To confirm this 
hypothesis, we perform several tests. The total number of observations was 832 with 
MLE chi-square equaling 436.27 with a probability of 
0.  The fit based upon off-diagonal values was .9, 
indicating an excellent model fit.  Furthermore, with 2 
components, we account for nearly 100% of the total 
variation among the 4 variables.      
Factor 1 – Aware of Otter Tail County 
 2.1.1 I have heard of Otter Tail County 
 2.1.2 Some characteristics of otter Tail 
County come to my mind quickly 
 2.1.3 I have difficulty in imagining otter 
Tail County in my mind (INVERTED) 
Factor 2 – Confusion about Otter Tail County 
 2.1.4 I can recall the symbol of Otter Tail County as a tourism destination 
 
 
                                                                                                                                            
7 This was a negative statement; therefore, the cumulative % positive is ‘% strongly disagree’ + % 
‘somewhat disagree’. 
8 Quartimax rotation is an orthogonal alternative which minimizes the number of factors needed 
to explain each variable. This type of rotation often generates a general factor on which most 
variables are loaded to a high or medium degree. 
9 Inverted variable: to analyze the questions together, all statements need to be qualitatively 
positive. We have flipped the variable as to be a positive statement (EX. Flipping Strongly 
Disagree to Strongly Agree). 
Variable PC1 PC2 
2.1.1 .76 .25 
2.1.2 .83 .33 
2.1.39 .83 -.13 
2.1.4 .24 .93 
Metric PC1 PC2 
SS Loadings 2.00 1.06 
Proportion Var .50 .26 
Cumulative Var .50 .76 
Proportion Explained .65 .35 
Cumulative Proportion .65 1.00 
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Conclusion:  
Thus, the variables in the first factor are correlated whereas the variable in factor 2 
presents greater variation against the trend in factor 1.  Simply put, respondents are 
confused about the existence of a symbol for Otter Tail County as a tourism 
destination.   Despite knowledge of Otter Tail County, they cannot ascribe a symbol as 
well to the area as a tourism destination.  
Image: Extended Analysis 
Again, we initially perform a principal component analysis (PCA), to determine sub-
factors, and their interrelationships.  From a scree test, we find that 3 components or 
sub-factors will be sufficient in our analysis.      
Factor 1 – Natural environment and 
relaxation 
 3.1.1 Beautiful nature 
 3.1.2 Boring landscape (inverted to 
exciting nature) 
 3.1.3 Good Beaches 
 3.1.4 High lake water quality 
 3.1.8 Good opportunities for rec 
activities 
 3.1.9 Friendly people 
 3.1.10 Good Fishing 
 3.1.12 Picturesque farm scenery 
 3.1.14 Relaxing atmosphere 
 3.1.16 Authentic lakes country 
experience 
 3.1.17 Family oriented activities 
and atmosphere 
 3.1.18 An escape from chaotic 
daily life 
 3.1.19 Intimate small town feel 
 
Factor 2 – Activities and attractions 
 3.1.5 Modern Resorts 
 3.1.6 Interesting historical attractions  
 3.1.7 Good nightlife and entertainment  
                                            
10 Inverted variable: to analyze the questions together, all statements need to be qualitatively 
positive. We have flipped the variable as to be a positive statement (EX. Flipping Strongly 
Disagree to Strongly Agree). 
11 Inverted variable: to analyze the questions together, all statements need to be qualitatively 
positive. We have flipped the variable as to be a positive statement (EX. Flipping Strongly 
Disagree to Strongly Agree). 
Variable PC1 PC2 PC3 
3.1.1 .72 -.01 .02 
3.1.210 .46 -.06 -.43 
3.1.3 .52 .33 .12 
3.1.4 .67 .07 .20 
3.1.5 .40 .44 -.08 
3.1.6 .36 .67 .10 
3.1.7 .23 .73 -.04 
3.1.8 .72 .15 .02 
3.1.9 .73 .11 -.04 
3.1.10 .60 .11 .44 
3.1.11 .27 .74 .11 
3.1.12 .51 .18 .22 
3.1.1311 .30 .39 -.55 
3.1.14 .81 -.02 -.14 
3.1.15 .40 .56 -.09 
3.1.16 .82 .02 .01 
3.1.17 .75 .15 -.08 
3.1.18 .81 .03 -.06 
3.1.19 .76 .12 .06 
3.1.20 .27 .26 .64 
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 3.1.11 Interesting cultural attractions 
 3.1.15 Exciting Atmosphere 
Factor 3 - Neutral 
 3.1.13 Terrible (Great) Shopping (negative) 
 3.1.20 Good hunting opportunities  
Factor 1 and Factor 2 are very clearly trending in different directions.  Factor 1 
typically is receiving higher scores in the strongly agree to somewhat agree range.  
Spatially, these variables are trending in that direction.  Factor 2, however, is spatially 
trending up to the left suggesting more neutral-to-negative responses.    
Factor 3 presents us with an 
interesting situation.  We have 
negative loadings for the inverted 
terrible shopping variable; this 
suggests unexpected variation within 
this particular factor.  Indeed, if we 
look at the distribution for responses 
to the good hunting variable, there appears to be an abnormal amount of neutrality.  It 
is our hypothesis, that many people responded neutrally simply due to a lack of 
knowledge.  Respondents answered with neutral when a non-answer would have been 
more appropriate. 
Our hypothesis test for the model reveals a MLE Chi-square value of 912.14 with a 
probability of 2e-116, or 0 thus indicating an excellent model fit.   
 
Conclusion:  
Variables in Factor 1 are generally trending positively.  They are all strong image 
attributes for Otter Tail County as a tourist destination.  Factor 2 represents weaker 
elements of tourism in Otter Tail County.  Factor two variables merit further 
investigation and consideration.  Factor 3 variables experience bias represented by a 
volume of neutral scores; indeed, both items experience large spread.  
Quality Extended Analysis 
From our scree tests, we find 2 principal components to be sufficient for the quality 
dimension.  
 
 
 
Metric PC1 PC2 PC3 
SS Loadings 6.97 2.51 1.26 
Proportion Var .35 .13 .06 
Cumulative Var .35 .47 .54 
Proportion Explained .65 .23 .12 
Cumulative Proportion .65 .88 1.00 
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Factor 1 – Specific Measures 
 4.1.1 Unpolluted environment 
 4.1.2 High quality of accommodations 
 4.1.3 Personable staff and employees  
 4.1.4 High level of cleanliness 
 4.1.5 Appealing dining options  
 4.1.7 Otter Tail’s tourism businesses are 
friendlier, more personable than other 
vacation locations 
Factor 2 – Value 
 4.1.6 Low (HIGH) quality of services (Inverted) 
 4.1.8 Poor (GOOD) value for money spent (Inverted) 
We can see two clear factors in the loadings.  
Interestingly, the inverted questions, posed 
negatively, strongly co-variate.  Respondents 
answered nearly the same within both.  There 
is little variation in the 2nd factor, the 
proportion of variance for PC is only 16%.  
Nearly half of the total variation among all the 
quality variables were contained within Factor 1.  We do not have evidence to support 
inter-relationships within Factor 1 at this point. 
We confirm the model with the following hypothesis test: the total number of 
observations was 796, with a MLE Chi Square value of 396.56, and a p-value of 5.9e-71.  
The fit based upon off diagonal values was .96, indicating a strong fit.   
Conclusion:           
There is much variance within the first factor.  The model fits these two factors 
principally because the covariance between 4.1.6 and 4.1.8 is so strong—they both are 
receiving strong positive score trends, strongly towards agreement.  Further, variables 
in Factor 2 represent strong, overarching quality aspects –whereas variables in Factor 1 
contain very specific variables.   There is greater neutrality and disagreement in Factor 
1, however we cannot confirm inter-factor agreement or disagreement at this stage.  
We continue with inter-dimensional analysis in the upcoming section.  
                                            
12 Inverted variable: to analyze the questions together, all statements need to be qualitatively 
positive. We have flipped the variable as to be a positive statement (EX. Flipping Strongly 
Disagree to Strongly Agree). 
13 Inverted variable: to analyze the questions together, all statements need to be qualitatively 
positive. We have flipped the variable as to be a positive statement (EX. Flipping Strongly 
Disagree to Strongly Agree). 
Variable PC1 PC2 
4.1.1 .75 -.20 
4.1.2 .74 .21 
4.1.3 .81 .19 
4.1.4 .86 .08 
4.1.5 .60 .42 
4.1.612 .42 .73 
4.1.7 .67 -.03 
4.1.813 .41 .67 
Metric PC1 PC2 
SS Loadings 3.67 1.28 
Proportion Var .46 .16 
Cumulative Var .46 .62 
Proportion Explained .74 .26 
Cumulative Proportion .74 1.00 
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Loyalty Extended Analysis 
A PCA of the loyalty dimension reveals 3 suggested sub-factors.     
Factor 1 
 5.1.1 Otter Tail is one of the preferred 
destinations that I want to visit 
 5.1.2 Otter Tail County provides more 
benefits than other similar rural 
regions of Minnesota 
 5.1.4 I intend to recommend Otter 
Tail County to my friends  
 5.1.5 When I go on vacation, I visit 
Otter Tail County almost exclusively 
 5.1.6 I have grown to like Otter Tail County more so than other destinations 
 
Factor 2 
 5.1.3  Otter Tail County is a second choice vacation option   
 
Factor 3 
 5.1.7 I do not intend to visit Otter Tail County again (Inverse) 
 
Conclusion: 
Indeed, we can see a distinction 
between attitudinal and behavioral 
aspects of brand loyalty.  The 
variables in Factor 1 clearly represent 
attitudinal variables, whereas 
variables in factors 2 and 3 are more of the behavioral nature.  There are clear 
statistical differences between both.  Nearly half the variation is explained by the first 
factor.  Factor 2 and 3 represent the behavioral aspect of loyalty.  It is important to 
note how 5.1.5 and 5.1.6 have strong negative Factor 2 scores, signifying a slight 
negative shift down in the 2nd factor: there is substantial spread among agreement in 
those two variables, and when compared against the other “behavioral variables,” there 
is dissonance. In essence, respondents are eager to say that they’d like to return to 
Otter Tail –however, this attitude does not follow through. 
                                            
14 Inverted variable: to analyze the questions together, all statements need to be qualitatively 
positive. We have flipped the variable as to be a positive statement (EX. Flipping Strongly 
Disagree to Strongly Agree). 
Variable PC1 PC2 PC3 
5.1.1 .83 -.01 .16 
5.1.2 .74 -.19 -.01 
5.1.3 -.16 .93 .05 
5.1.4 .78 -.06 .20 
5.1.5 .74 .33 -.07 
5.1.6 .81 .24 .04 
5.1.714 .19 .04 .97 
Metric PC1 PC2 PC3 
SS Loadings 3.11 1.07 1.01 
Proportion Var .44 .15 .14 
Cumulative Var .44 .60 .74 
Proportion Explained .60 .21 .19 
Cumulative Proportion .60 .81 1.00 
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Predicting Loyalty 
 
